This research aims to help Bengras Kopi's team to improve their franchise system through the marketing mix. To identify the problems, this research uses factor analysis to summarize the variables related to the customer's perception and expectation. This research uses quantitative methods based on accidental sampling for collecting data from questionnaires. The total respondents are 113 people who consider as the customers of Bengras Kopi's branches in Bandung and Padang. Based on this analysis, this research finds product, price, place, and promotion are the main factors to develop a marketing strategy based on customer's perspective for Bengras Kopi. In conclusion, these variables can be used as score measurement for indicators in the marketing plan.
Introduction
Nowadays, the coffee shop is one of the most important global retail beverage market, especially in Indonesia. This country dominates the global retail coffee market and keeps increases with an average sales growth of 19.6 percent each year throughout the last five years, followed by India (15.1 percent average growth) and Vietnam (14.9 percent average growth) in second and third position (Tempo, 2017) . Furthermore, this country is the fourth largest coffee producers in the world which produced 11.1 million bags (BBC, 2018) . The domestic coffee consumption also keeps growing every year from 3.333 million bags in 2011, 4.167 million bags in 2014, to 4.600 million bags in 2017 (Indonesia Investments, 2017) . Thus, these potentials can lead coffee shops to keep growing and expanding market every year.
However, the increasing number of coffee shops can lead to fierce competition, including small business local shops and global retail chains. Most of the local coffee shops are still low-rank comparing with the western coffee shop like Starbucks. This brand successfully gives influence to Americanised coffee tradition globally and focus on upper-middle class customers. Therefore, as one of the local coffee shop, Bengras Kopi tries to promote Indonesian coffee as local wisdom with the middle-lower class as their segmentation.
Bengras Kopi is a Sundanese small business coffee shop founded in 2013. This company sells robusta coffee with affordable price and good quality. At first, Bengras Kopi were fully managed by a Co-Founder, Mr. Erwin Budiman. To develop his business, Bengras Kopi uses a franchise system as an alternative to expanding branches. This research tries to help Bengras Kopi's team to improve their franchise system through marketing mix. Marketing mix is not a scientific theory, but merely a conceptual framework that identifies the principal decision making by managers to configure their business offerings to suit customer's needs (Goi, 2009 ). According to Goi, the marketing mix concept has two important benefits. First, it is an important tool used to enable one to see a matter of trading off the benefits of one's competitive strengths against the benefits of others. The second benefit is to reveal another dimension of the marketing to allocate available resources among various demands and competitive device.
The major objective of this research is to assess 4P's marketing mix practices that can be implemented in marketing strategy for small business coffee shops. The research question in this paper, what factors can help Bengras Kopi to improve marketing strategy to solve this problem?
Methods
This research uses quantitative methods that collected data through questionnaires. The type of this research is descriptive research that aims to describe the nature of something that is taking place at the time of research and checking causes of the particular symptom (Sekaran, 2011) . The population is all customers of Bengras Kopi in Bandung and Padang. The sampling uses purposive sampling method that included non-probability sampling. The technique sampling uses accidental sampling with the total respondents is 113 customers. Furthermore, this research uses factor analysis to identify underlying factors that explain the correlations among a set of variables. It is a technique in the entire set of interdependent relationships is examined (Malhotra, 2004: 560) . It is an exploratory technique applied to analyze the dependence of variables and simplify the relationship between several variables into a number of factors. Thus, the purpose of factor analysis is to reduce data and summarize several variables into particular number of factors.
Marketing mix is the main theory to analyze each variables in Bengras Kopi. The marketing mix is the set of controllable, tactical marketing tools that the firms blends to produce the response it wants in the target market (Kotler & Armstrong, 2018: 55) . In marketing mix analysis, this study analyze about product, price, place and promotion in customer perception and expectation. Perception is the process of selecting and interpreting sensations about what their feel about Bengras Kopi. Meanwhile, the expectation is what the customers beliefs about Bengras Kopi's performance as standards for their judgment.
Results and Discussion
The objectives of this research is the customers who experiences visiting Bengras Kopi. This questionnaire held on June 2018. There are 113 customers selected and these data collected in June 2018 which spread in Bengras Kopi's branches in Telkom, Soreang, and Padang City. This research uses personally administered and online questionnaire. The total respondents answered by personally administered is 69 people. Then, 44 respondents answered questionnaire by online.
Respondents Profile
This research divided the respondent's profile into three characteristics; demographic, behavioral and visiting. In demographic, most of customers are men (78%). Their aged dominated on 20-25 years (67%) with occupation is undergraduate students (53%). Mostly, the last education level is high school (54%) and the income is <Rp 2.000.000 (53%). According to the survey, most of the respondents frequently drinking coffee in coffee shop (74%). Drinking coffee is one of their lifestyles, they are usually drink it almost every day (53%). The reason of drinking coffee for them is for refreshing (39%) and their motive is chitchat or discussion (64%). Lastly, they are usually spending around IDR 50.000 -IDR 100.000 (29%) for drinking coffee. Lastly, most of the respondents visting Bengras Kopi almost every day (44%). They are getting know about this coffee shop from their relation (72%), such as friends and families. Then, they are usually spending time during 2 -3 hours with cost IDR5.000 -IDR15.000 (52%). 
Product
According the results from SPSS version 23, KMO value on customer perception is 0.819 and customer expectation is 0.871 (KMO value > 0.5) and both of the significance value of Barlett's Test of Sphericity is 0.000 (significance value < 0.5). Therefore, the variables on customer's perception and expectation are acceptable. Furthermore, all value of Measure of Sampling Adequacy (MSA) are acceptable because the value of each variables is upper than 0.5. Thus, these variables are sufficient to further analysis. Then, on customer's expectation, all variables in communalities can explain these relationships to factor because the values are upper than 0.5. However, on customer's perception, the value of menu variances, portion and availability stocks are lower than 0.5. Therefore, these variables cannot explain its relationship to the product's factor.
Next, the value of all variables on component matrix are upper than 0.5. Thus, these variables have correlation with the factors. Lastly, the total eigenvalues of customer's perception are 4.102 and customer's expectation is 2.864. It means the value represents the total variance explained by factor on customer's perception and expectation are 4.102 and 2.684. Meanwhile, the percentage value of variance on customer's perception is 51.279 and customer's expectation is 61.387. It means, these factor are able to explain the variable diversity on 51.279% and 61.387%. 
Price
According the results, KMO value on customer perception is 0.826 and customer expectation is 0.796 (KMO value > 0.5) and both of the significance value of Barlett's Test of Sphericity is 0.000 (significance value < 0.5). Therefore, the variables on customer's perception and expectation are acceptable. Furthermore, all value of Measure of Sampling Adequacy (MSA) are acceptable because the value of each variables is upper than 0.5. Thus, these variables are sufficient to further analysis. Then, on customer's expectation, all variables in communalities can explain these relationships to factor because the values are upper than 0.5. However, on customer's perception, the value of list prices is lower than 0.5. Therefore, this variable cannot explain its relationship to the price's factor.
Next, the value of all variables on component matrix are upper than 0.5. Thus, these variables have correlation with the factors. Lastly, the total eigenvalues of customer's perception are 3.149 and customer's expectation is 1.652. It means the value represents the total variance explained by factor on customer's perception and expectation are 3.149 and 1.652. Meanwhile, the percentage value of variance on customer's perception is 62.975 and customer's expectation is 64.941. It means, these factors are able to explain the variable diversity on 62.975% and 64.941%. Suitability with Benefit 0,785 0,620 0,787
Place
According the results, KMO value on customer perception is 0.875 and customer expectation is 0.802 (KMO value > 0.5) and both of the significance value of Barlett's Test of Sphericity is 0.000 (significance value < 0.5). Therefore, the variables on customer's perception and expectation are acceptable. Furthermore, all value of Measure of Sampling Adequacy (MSA) are acceptable because the value of each variables are upper than 0.5. Thus, these variables are sufficient to further analysis. Then, all variables in communalities can explain these relationship to factor because the values are upper than 0.5.
On component matrix, there are three factors divided on this analysis. However, only factor 1 is acceptable because the value of all these variables are upper than 0.5. Meanwhile, most of the variables on factor 2 and 3 are lower than 0.5. Lastly, the total eigenvalues of customer's perception are 7.611, 2.080, and 1.025. Thus, the total percentage value of variances is 66. 974% (47.569 + 12.999 + 6.406) . Meanwhile, the total eigenvalues of customer's expectation are 5.263, 1,068 and 0,615. The percentage value of variance on customer's expectation is 71.689% (54.320 + 11.023 + 6.346). 
Promotion
According the results, KMO value on customer perception is 0.864 and customer expectation is 0.900 (KMO value > 0.5) and both of the significance value of Barlett's Test of Sphericity is 0.000 (significance value < 0.5). Therefore, the variables on customer's perception and expectation are acceptable. Furthermore, all value of Measure of Sampling Adequacy (MSA) are acceptable because the value of each variables are upper than 0.5. Thus, these variables are sufficient to further analysis. Then, on customer's expectation, all variables in communalities can explain these relationship to factor because the values are upper than 0.5. However, on customer's perception, the value of Bengras Kopi's board are lower than 0.5. Therefore, this variable cannot explain its relationship to the promotion's factor.
Next, the value of all variables on component matrix are upper than 0.5. Thus, these variables have correlation with the factors. Lastly, the total eigenvalues of customer's perception is 4.729 and customer's expectation is 3.556. It means the value represents the total variance explained by factor on customer's perception and expectation are 4.729 and 3.556. Meanwhile, the percentage value of variance on customer's perception is 59.114 and customer's expectation is 63.502. It means, these factor are able to explain the variable diversity on 59.114% and 63.502%. 
